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With the increase of the tourist destinations，tourists have more choices，and the 
competition between destination is exacerbating. In order to attract more tourists，the 
destination strengthens to its image. The planning of the destination image should not 
be only an objective starting from the destination，but also emphasis on the 
consideration of the subjective perception of the tourists. The destination image 
perceived by tourists is influenced by many factors，and the perceived image will 
affect the decision-making process and subsequent behavior of the tourists. Today，
many scholars conduct research to the influencing factors and the role of destination 
image. 
Familiarity，as one of the destination image’s influencing factors，the researches 
are few. Therefore this thesis followed the “familiarity-destination image-tourist 
behavior intention” research way，exploring the Influence of familiarity on destination 
image and tourist behavioral intention. The main contribution of this thesis is to 
elaborate on the content and composition of the familiarity dimension，on this basis，
to explore its impact on destination image and behavioral intentions. 
Based on past research and theory， this study make familiarity into five 
dimensions：informational familiar，experiential familiar，distance familiar， involved  
familiar and cultural  familiar. And destination image is divided into the cognitive 
image and emotional image，then carry on the empirical analysis to the relations 
between familiarity、the cognition image、the emotion image and the tourist behavior 
intention's. 
The empirical results show that： 
(1) the five constitution dimensions of familiarity have a positive correlation to it, 
informational familiar and experiential familiar have greater impact，followed by 
involved  familiar，distance familiar and cultural familiar. 
(2) there is a positive correlation between familiarity and cognitive image，but 















(3) fmiliarity has a emarkable correlational dependence with the tourist behavior 
intention，therefore familiarity both have the immediate influence and has the indirect 
influence through the cognitive image to the tourist behavior intention. 
(4) the cognitive image and the emotional image have a remarkable correlational 
dependence to the tourist behavior intention. 
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